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ABSTRAK 
 
Meri Meglian NRP.1423011125. Strategi Media Relations PT Semen Indonesia 
(Persero) Tbk Dalam Menjaga Citra Positif Pada Kasus Proyek Pembangunan 
Pabrik Semen di Rembang 
 
Media relations bisa diartikan sebagai bagian dari Public Relations 
eksternal yang membina dan mengembangkan hubungan baik dengan media 
massa sebagai sarana komunikasi antara organisasi dan publiknya untuk mencapai 
tujuan organisasi. Penelitian ini menjabarkan bagaimana strategi media relations 
yang dilakukan guna menjaga citra positif berkaitan dengan kasus proyek 
pembangunan pabrik semen di Rembang. Pendekatan penelitian yang digunakan 
peneliti adalah pendekatan kualitatif, jenis penelitian deskriptif, dan menggunakan 
metode studi kasus. 
 
Dari hasil penelitian ini menunjukkan Public Relations PT Semen 
Indonesia (Persero) Tbk sudah melakukan bentuk kegiatan hubungan media 
massa secara optimal. Penelitian ini menemukan Public Relations PT Semen 
Indonesia (Persero) Tbk melakukan sepuluh kegiatan yang terdiri dari personal 
relations, press conference, media visit, media lobby, plant visit, media education, 
media gathering, reward media, pemasangan iklan, dan konsultan media. 
 
Kata Kunci: Public Relations, Strategi Media Relations, Studi Kasus 
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ABSTRACT 
 
Meri Meglian NRP.1423011125. The Media Relations Strategy of PT Semen 
Indonesia (Persero) Tbk in Keeping The Positive Image on The Case of Cement 
Plant Construction Project in Rembang 
 
Media relations can be intepreted as part of external public relations that 
foster and develop good relations with the mass media as a means of 
communication between an organization and its public to achieve the 
organizational goals. This study describes how the media relations strategy was 
did to maintain the positive image that is related to the case of cement plant 
construction project in Rembang. The research approach used by the researchers 
is a qualitative approach, descriptive research, and using the case study method. 
 
Result of the research has shown that the Public Relations of PT Semen 
Indonesia (Persero) Tbk has already done the mass media relations activities 
optimally. This research found that the Public Relations of PT Semen Indonesia 
(Persero) Tbk does ten activities consisting of personal relations, press 
conference, media visit, media lobby, plant visit, media education, media 
gathering, reward media, advertising, and media consultant. 
 
Key Words: Public Relations, Media Relations Strategy, Case Study 
